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With the development and popularization of digital technology, it does not only 
promote the development of network media, but also enhance media industry 
competition. As the brand strategy which can bring about the unique competitive 
advantage for enterprise, Co-branding has been used not only widely in traditional 
business, but also between network and traditional media. Though they belong to 
media industry, they have complete different features of communication. The network 
and traditional brands are different with consumer brands. For these reasons, the study 
of the co-branding of network media and traditional media will go beyond traditional 
study area of co-branding which is a pioneering research. 
Based on the research background, the paper analyzes the co-branding of media 
under the study of brand theory, co-branding theory, communication history and 
media convergence theory. The paper has an innovation on the definition of 
co-branding, the analysis of co-branding and relationship between the development of 
media and media co-branding. 
The research findings show: first, through the view of communication history 
and the development of media, the co-branding of network and traditional media is 
necessity. Second, the brands which are using co-branding are well-known and 
powerful. Third, all the co-brands are Reach in, Reach up and Reach out. Fourth, 
network media cooperate with not only one traditional media. Fifth, the co-branding 
has the trend that cooperation with several forms. Moreover, it discusses the matter 
needing discuss and make suggestion of the research of co-branding.  
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牌研究的范畴，却晚了将近 20 年。1980 年 Juliette Boone 因红龙虾（Red Lobster）
在假日饭店（Holi-day Inn）开设而首次提出品牌联合(Co-branding)的概念，而直
到 90 年代初期，这一领域的研究才开始真正得到西方学者的关注，并在 21 世纪
成为品牌研究的热门。学者们主要从品牌联合的定义、类型、效应、影响因素、
合作伙伴的选择等角度得出了大量研究成果。我国学术界关于品牌联合的研究开









牌联合的相关定义，有许多相关的表述形式，其中 Co-branding 和 Brand Alliances
是 经常使用的两个词汇。我国有些学者在对西方文献进行综述时，将两个词汇
都翻译成“品牌联合”。但是根据 Simonin 和 Ruth[2]、Park、 Jun 和 Shocker[3]、
Levin 和 Levinam[4]、Rao、Qu 和 Ruekert[5]、Leuthesser、Kohli 和 Suri[6]等人对这
两个概念的阐述来看，Brand Alliances 的概念范围更为广泛，泛指两个或两个以
上品牌的合作，不仅包括 Co-branding，还包括品牌的短期合作如联合促销、捆
















联盟进行划分（图 2.1）[7]；而 Rao 等人[5]258更是进一步指出，Co-branding 是属于
策略性的品牌合作。综合学者的观点，Co-branding 是从品牌策略的角度出发的
品牌合作，应属于 Brand Alliances 其中一种类型。因此，将两种表述均翻译成品
牌联合会造成涵义理解上的混乱。笔者认为，Co-branding 应翻译成品牌联合；
而 Brand Alliances 应翻译成品牌合作更为准确。就本文所探讨的问题来看，属于
Co-branding 的范畴。 
 
图 2.1 品牌联合区别于其他合作经营企业的形式 
资料来源：Blackett. Boad, 1999. 
尽管如此，学者们对品牌联合的定义依然有一定的差异，主要体现在阐述侧
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